INTRODUCTION
Retail Business have facing the a significantly growth and facing the tightly competition. such as dynamic business, the problem in retailing business now have facing the phenomenon of "choice overload". several researchers have conducted research on the theme of choice overload. Iyengar & Lepper (2000) ; Chernev (2003) ; looked at the more diverse products available, which led to the phenomenon of "Choice Overload" which was popularized by Toffler (1971) , namely diversity which caused complexity in product selection. The advantage of having a large number of product diversity has been investigated by several previous researchers Kahn & Wansink (2004) in his research saw a different perspective from consumers with the increasing diversity available, giving rise to the intention of comparing existing products. This makes the researchers interested in further research, such as: Reutskaja & Hogarth (2009) assess that with more product diversity it can also result in swelling shop operations. By increasing the number of alternatives, decision making becomes more complex and tiresome (Chowdhury et al. 2009 ). Having more alternatives is not always favorable (Iyengar & Lepper 2000) . This is still happening today. Based on a survey conducted by Nielsen (2010), giving consumers time to choose in-store will reduce purchase intention. Therefore it is important for business owners to be able to provide precisely the amount of diversity of products in the store. The latest concept of Transmart supercemter aims to create a new shopping experience for consumers amid the increasing dynamic lifestyle changes (Bachdar 2017) . This study also aim to reexamine the mini theory that has been done in previous research by (Wijaya and Sander 2017) and investigate the right amount of product diversity in purchasing decisions, using inverted-U theory.
Purchase Decision
Kotler (2014) defines purchasing decisions as actions of consumers who want to buy or not. Schiffman & Kanuk (2000) defines purchasing decision are the selection of an action from two or more alternative choices. According to Kotler (2014) indicator of purchase decision can be measured by: problem introduction, search information, alternative evaluation, purchase decision, post purchase behaviour.
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Assortment
Kotler (2014) illustrate assortment is a collection of all products and goods offered by sellers to buyers. According to Kotler (2014) assortment has a close relationship with purchasing decisions.: The diversity of retailer's products must be in accordance with the expectations of the shopping of the targets. The retailer must decide on the breadth and depth of product diversity. Thus, a company can offer a diversity of products. According to (Zielke 2010) ; assortment can be measured by price, quantity,variety,display product.
Ha1 : Assortment has significance positive influnece on purchase decision
Utilitarian Motive
For the middle and especially for lower segments, Kotler (2014) a defines utilitatian motive is a process to encourages consumers to buy products because of the functional benefits and objective characteristics of the product and also called rational motives. indicator of utilitarian shopping motives according to (Kim 2006) are : achievement, efficiency, quality of product, quality of services Ha2 : Utilitarian motive has significance positive influnece on purchase decision
Ha3 : Utilitarian motive has modearting effect on purchase decision
Research model in this research was illustrate below based on hypothesis mentioned. 
RESEARCH METHODS
A field questionnaire survey was adopted to collect data of 152 samples using a structured questionnaire with closed questions and 5-point Likert response scale. The sampling procedure was taken by purposive sampling method, a tool for taking samples with certain criteria. The Criteria of the selected respondents at least had shopping once time at transmart carrefour.
RESULTS AND DISCUSSIONS
Data had been analyze with SmartPLS02 to described outer model test including validity and reliability test, and inner model involving the coefficient of determination test and significance of path coefficients test. 
Outer model
Outer model involves examining individual indicator reliabilities fo reach construct's composite of measures as well as the measures's convergent and discriminant validity.
Validity Test
Validity test in PLS using convergent validity and discriminant validity. The convergent validity test evaluation carried out by using convergent validity which is as the used measurement (outer) models. The amount of loading factor 0.5 for each variable in AVE and communality is defined (Ghozali 2014). The reliability test can be extracted from composite reliability with PLS calculations. The value of a variable is reliable if the composite reliability value > 0.70 and the result of all the items have been met in a rule of thumb (Ghozali 2014) .
Inner model
Evaluation for inner model involving coeficient determination test and estimating the path coefficient. The results are: purchase decision had been affect by assortment, and utilitarian motive by 40.35%, the rest of 59.65% influenced by other variables not examined in this study. According to the results of hypothesis test researched in this study are: H1 accepted, which means that the assortment has a significant effect on purchase decision. H2 is accepted, which means utilitarian motive has a significant effect on purchase decision. H3 is accepted, which means utilitarian motive has moderating effect on purchase decision.
